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Abstract
　　The main purpose of this study is to provide insights into the destination marketing 
plan for Tokyo. For this purpose, exploratory research on the tourist satisfaction structure of 
Japanese tourism and the tourism destination image of areas in Tokyo of Asian tourists (from 
the People’s Republic of China, Taiwan, and Thailand) who had visited Japan as tourists within 
the past year, have been made. Concerning the identiﬁ cation of tourist satisfaction structure, 
the causal relationship between the overall satisfaction with Japanese tourism and satisfaction 
with each component was examined. In addition, the destination image of the tourist area of 
Tokyo was elucidated using correspondence analysis.
1. INTRODUCTION
     The Japanese government has launched several Inbound Travel Promotion Projects, such 
as Visit Japan (2003), which is a program to attract 30 million international visitors to Japan 
(2010), and others. As Regards program to attract 30 million international visitors to Japan, the 
goal of 18 million visitors by 2016 has already been achieved. 
     These programs contribute to mutual international understanding, and in this age of 
shrinking national population, the arrival of international visitors could result in regional 
revitalization and business expansion in various industries. For these reasons, the public and 
the private sectors are collaborating.
     Despite these circumstances, relevant academic studies on the destination marketing for 
attracting inbound travellers to the constant are lacking. Therefore, this study focuses on the 
exploratory research on tourist satisfaction and tourism destination image to provide insights 
towards planning the destination marketing of Tokyo. This study particularly aims to explain 
the tourist satisfaction structure of Japanese tourism, and the tourism destination image of 
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areas in Tokyo, which inbound travellers have formed.
     The rest of this study is structured as follows. First, Section 2 reviews previous studies 
on tourist satisfaction as well as studies on tourism destination image. Section 3 provides a 
procedural overview of quantitative survey conducted among Asian people (from People’s 
Republic of China, Taiwan, Thailand) who have travelled to Japan within the past year. Based 
on the survey results, in Section 4, the causal relationship between overall satisfaction with 
Japanese tourism and each component, and the identity of the destination image of various 
tourist areas in Tokyo are examined. Finally, limitations and future research are discussed in 
Section 5.
2. LITERATURE REVIEW
Tourist Satisfaction
     Tourist perceptions are important for successful destination marketing because they 
influence the choice of a destination (Ahmed 1991). Conceptual and empirical studies 
concerning customer satisfaction and service quality, in both their nature and the way to 
measure them, abound in recent marketing literature (Cronin and Taylor 1992; Gronroos 1990; 
Oliver 1980; Parasuraman, Zeithaml, and Berry 1985). A review of the related literature shows 
an increase in the number of studies dealing with diﬀ erent aspects of consumer satisfaction in 
tourism.
     It has been stated that the differences between tourism and consumer goods make it 
diﬃ  cult to measure customer satisfaction in the tourism industry. It is important to identify 
and measure them with each component of the destination because customer satisfaction in 
one component affects overall destination satisfaction (Pizam, Neumann, and Reichel 1978). 
Overall destination satisfaction is the result of evaluating various experiences; therefore, the 
relative importance of each component to the overall satisfaction should be measured (Rust, 
Zahorik, and Keiningham 1996). The evaluations of both attractions and levels of service 
quality are regarded as crucial in determining overall tourist satisfaction (Whipple and Thach 
1988).
     The findings of previous studies demonstrate that there is a significant relationship 
between tourist satisfaction, intention to revisit, and positive word of mouth (Beeho and 
Prentice 1997; Hallowell 1996; Pizam 1994; Ross 1993). A similar relationship exists between 
tourist dissatisfaction, willingness to look for other destinations for further trips, and negative 
word of mouth (Pizam 1994). This means that positive tourist satisfaction is potentially 
important for all destinations worldwide (Kozak and Rimmington 1998). 
     Therefore, in destination marketing, identifying the structure of overall satisfaction of 
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destination and measuring overall satisfaction with each component, are considered important.
Tourism Destination Image
     Since the early 1970s (Hunt 1971; Mayo 1973), the study on destination image has attracted 
considerable attention in tourism (Dolnicar and Grün 2013; Gallarza, Saura, and Garcia 2002; 
Martín and Rodríguez del Bosque 2008; Pike 2002). Because destination offers need to be 
communicated to particular markets and tourism segments, the destination image concept is 
considered especially important for competitive marketing (Day, Skidmore, and Koller 2002; 
Morgan and Pritchard 2002). Destination image has been considered as an essential element in 
the management of tourism and marketing strategy. 
     Although the definition of destination image varies among scholars, it is generally 
considered to be an individual’s mental representation of beliefs, feelings, and overall 
perception of a particular destination (Hunt 1971; Crompton 1979; Embacher and Buttle 1989; 
Fakeye and Crompton 1991). In other words, the destination image is a recognition of the 
psychological properties and emotions of the destination (Echtner and Ritchie 1991).
     Further, destination image is influenced by tourists’ beliefs, experiences, commercial 
and non-commercial information sources, and, in the social media environment of today, 
content generated by the tourists themselves (Stepchenkova and Li 2014). Many scholars 
view image as a critical part of a brand, reflected by a set of brand associations from a 
branding perspective. Recent literature concerning destination image is converging with 
destination branding ones (Li and Kaplanidou 2013). From the perspective of branding theory, 
understanding the most distinct destination associations in a tourist’s mind, strengthening 
their linkages to the destination brand, and communicating this distinctiveness to targets are 
among the main goals of destination marketing.
     Therefore, for the purposes of destination marketing, identifying the psychological 
properties and emotional components of the destination is important.
3. METHODOLOGY
Objectives
     The survey of this study has two aims. First, to identify the structure of the overall 
satisfaction of Japanese tourism, and to measure the overall satisfaction with each component 
of Japanese tourism (15 components). 
     Second, to identify the destination image (26 psychological properties and emotions) of each 
tourist area of Tokyo (12 areas).
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Sample and Data collection
     This survey̶a two-stage online investigation̶was conducted between 28 June and 
11 July 2016. An Internet survey method targeting residents of People’s Republic of China, 
Taiwan, and Thailand was employed. Information was extracted from those who had visited 
Japan for tourism purposes within the past year. In the end, 629 samples were obtained as 
subjects. 
     In the ﬁ nal sample, 48.2 % were males and 51.8 % were females; 23.7% were in their 20s, 
52.6% in their 30s, 19.7% in their 40s, 3.7% in their 50s, and 0.3% were more than 60 years old. 
In addition, sample composition by residence was 34.5% from China, 32.1% from Taiwan, 33.4% 
from Thailand. 
     In addition, 29.6% of respondents had visited Japan once previously 30.8% 2 times, 15.4% 3 
times, 6.7% 4 times, and 17.5% 5 times or more.
Questionnaire Design
     The survey items are as shown below, and are based on the framework of Alegre and 
Garau (2011). A questionnaire consisting two sections was structured for measuring Asian 
tourists’satisfaction with Japan as a tourism destination, and the destination image of 12 
sightseeing areas in Tokyo.
     In the ﬁ rst section, the inﬂ uence on the overall satisfaction level in Japanese tourism was 
obtained. This section comprised ﬁ fteen questions. Items that measure the variables in this 
research were presented in Table 1. All the items were rated on a 5-point scale (1 = not at all, 
and 5 = extremely).
     The second section, comprising 26 questions based on a 5-point scale ranging from‘not at 
all’to‘extremely’, was structured to measure tourist image of various tourist areas (12 areas) 
in Tokyo.
Methods of Analysis
     In the ﬁ rst analysis, to examine the causal relationship between overall satisfaction with 
Japanese tourism and satisfaction for each component (variables), multiple regression analysis 
was employed using overall satisfaction as the objective variable, using 15 components as 
the explanatory variables. Subsequently, to clarify the satisfaction structure, standard partial 
regression coefficient was used for each explanatory variable; customer satisfaction (CS) 
portfolio analysis was performed in order to examine the relationship between satisfaction 
level with each component and its degree of importance.
     In the second analysis, to identify the image of each tourist area of Tokyo (12 areas), 
correspondence analysis was performed. Gallarza, Saura, and García (2007) introduced a variety 
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of approaches to study images. Among them, correspondence analysis is a useful approach to 
elucidate the relationship between tourism destinations and image attributes (Whitlark and 
Smith 2001).
4. RESULTS AND DISCUSSION
Multiple regression analysis: causal relationship between overall satisfaction with Japanese 
tourism and satisfaction for each component
     Multiple regression analysis was conducted using the overall satisfaction level for Japanese 
tourism as the objective variable, with variables of each component (15 components) as 
explanatory variables. Table 1 reports the results of multiple regression analysis.
components (variables) B SE β 㹄 t p S 
Japanese food · Gourmet 0.1240 0.0341 0.1277 13.2524 3.6404 0.0003 ** 
 * 2630.0 5990.20804.4 0180.02130.0 5560.0 senirhs dna selpmeT
 ** 1600.0 2157.22965.7 7001.09130.0 8780.0 ytiruceS
Japanese traditional culture 
 such as kabuki and sumo 
0.0171 0.0285 0.0225 0.3601 0.6001 0.5487  
  9772.0 1680.16971.1 6340.06030.0 3330.0 stneve ,slavitsef lacoL
Hospitality such as “omotenashi” 0.0941 0.0301 0.1110 9.7699 3.1257 0.0019 ** 
  5041.0 9574.12871.2 3350.03430.0 6050.0 ssenilnaelC
Accommodation such as hotels and inns 0.0608 0.0334 0.0689 3.3203 1.8222 0.0689  
 * 3830.0 5670.28113.4 8370.09330.0 3070.0 gnippohS
Contemporary culture such as animation 
and idols 
0.0232 0.0289 0.0302 0.6440 0.8025 0.4226  
 ** 6300.0 4919.26225.8 2501.09230.0 2690.0  yrenecs dna erutaN
Sightseeing spot of a well-being introduced 
in SNS. 
0.0187 0.0293 0.0243 0.4073 0.6382 0.5236  
  5611.0 8175.16074.2 7470.05030.0 9740.0 troppus laugnilitluM
People who speak a foreign language 0.0256 0.0286 0.0422 0.8020 0.8956 0.3708  
Free Wi-Fi environment  0.1018 0.0265 0.1487 14.8056 3.8478 0.0001 ** 
 ** 8500.0 4867.22466.7 9861.0 5764.0 mret tnatsnoc
䠄R2: 0.6986㻌 * p䠘0.05㻌 **㻌 p䠘0.01䠅㻌   
Table 1：Multiple regression analysis for Japanese tourist satisfaction
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     Several of the proposed variables are significant predictors of overall satisfaction for 
Japanese tourism. The eﬀ ect of ‘Japanese food · Gourmet ( β =0.1277, p ＜ 0.01)’,‘Temples and 
shrines (β=0.0810, p＜0.05)’, ‘Security (β=0.1007, p＜0.01)’,‘Hospitality such as “omotenashi”
( β =0.1110, p ＜ 0.01)’, ‘Shopping ( β =0.0738, p ＜ 0.05)’, ‘Nature and scenery ( β =0.1052, p
＜ 0.01)’, and ‘Free Wi-Fi environment ( β =0.1487, p ＜ 0.01)’ were found to be signiﬁ cant. See 
Table 1 for details. Further, note that descriptive statistics for each index are shown in Table 2. 
CS portfolio analysis for Japanese tourism: Japanese tourism and satisfaction for each 
component
     CS portfolio analysis is conducted based on the overall satisfaction for Japanese tourism 
and the importance of each explanatory variable. The results are shown in Figure 1. 
The vertical axis represents satisfaction, the horizontal axis represents severity, and the 
intersection denotes the mean value.
components (variables) n M s2 SD Minimum Maximum 
Japanese food · Gourmet 629 4.312 0.355 0.596 1.000 5.000 
Temples and shrines 629 4.122 0.512 0.716 1.000 5.000 
 000.5 000.1 366.0 044.0 623.4 926 ytiruceS
Japanese traditional culture 
such as kabuki and sumo 
629 4.114 0.579 0.761 1.000 5.000 
Local festivals, events 629 4.052 0.575 0.758 1.000 5.000 
Hospitality such as “omotenashi” 629 4.216 0.466 0.683 2.000 5.000 
 000.5 000.2 906.0 173.0 094.4 926 ssenilnaelC
Accommodation such as hotels and 
inns 
629 4.307 0.430 0.655 2.000 5.000 
 000.5 000.2 806.0 963.0 423.4 926 gnippohS
Contemporary culture  
such as animation and idols 
629 4.076 0.567 0.753 1.000 5.000 
Nature and scenery  629 4.445 0.400 0.633 2.000 5.000 
Sightseeing spot of a well-being 
introduced in SNS. 
629 4.086 0.566 0.752 1.000 5.000 
Multilingual support 629 3.790 0.813 0.901 1.000 5.000 
People who speak a foreign 
language 
629 3.682 0.908 0.953 1.000 5.000 
Free Wi-Fi environment  629 3.970 0.714 0.845 1.000 5.000 
Overall satisfaction 629 4.326 0.335 0.579 1.000 5.000 
Table 2：Descriptive statistics
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components (variables) β importance satisfaction 
 213.4 13410.0- 7721.0 temruoG · doof esenapaJ
 221.4 5302.0- 0180.0 senirhs dna selpmeT
 623.4 0 7001.0 ytiruceS
Japanese traditional culture such as kabuki 
and sumo 
0.0225 -0.21145 4.114 
 250.4 54372.0- 6340.0 stneve ,slavitsef lacoL
Hospitality such as “omotenashi” 0.1110 -0.1097 4.216 
 094.4 257361.0 3350.0 ssenilnaelC
Accommodation such as hotels and inns 0.0689 -0.01908 4.307 
 423.4 95100.0- 8370.0 gnippohS
Contemporary culture  
such as animation and idols 
0.0302 -0.2496 4.076 
 544.4 732911.0 2501.0  yrenecs dna erutaN
Sightseeing spot of a well-being introduced 
in SNS. 
0.0243 -0.24006 4.086 
 097.3 77535.0- 7470.0 troppus laugnilitluM
People who speak a foreign language 0.0422 -0.64388 3.682 
 079.3 21653.0- 7841.0  tnemnorivne iF-iW eerF
Table 3：Importance of each variable for Japanese tourist satisfaction
     The four quadrants are as follows: priority improvement items (satisfaction: low; 
importance: high), non-priority improvement items (satisfaction: low; importance: low), priority 
maintenance items (satisfaction: high; importance: high), and non-priority maintenance items 
(satisfaction: high; importance: low).
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     ‘Satisfaction’ represents the average value of satisfaction for each explanatory variable, 
while ‘importance’ represents the value obtained by dividing.
     Each standard regression coefficient by the sum of each of the standard regression 
coeﬃ  cient
     Priority maintenance items are ‘Japanese food · Gourmet’, ‘Nature and scenery’, ‘Hospitality 
such as “omotenashi”’, and 'Security’. The only priority improvement item is ‘Free Wi-Fi 
environment’. This indicates that there is a delay in improving the free Wi-Fi environment in 
tourism areas.
Correspondence analysis for Japanese tourism
     Correspondence analysis is conducted based on the results of the image survey of the 12 
areas of Tokyo shown in Table 4. 
     The results of correspondence analysis are shown in Figure 2. Correspondence analysis 
map is shown in two dimensions in Figure 2. 63.7% (Dimension1: 0.375, Dimension2: 0.262)of 
this map is explained in this two-dimensional map.
     Figure 2 shows three groups, which are depicted by ellipses. The ﬁ rst group comprises of 
‘folksy’ and ‘safe’ characterised respondents represented by Asakusa. The second group is 
a group of ‘luxury’, ‘higher price’, ‘excited’ and ‘delicious meal’ respondents typiﬁ ed by Ginza, 
Shibuya, and Shinjuku. The third group is ‘artistic’, ‘cultural’, etc. respondents represented by 
Aoyama and Hiroo.
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5. CONCLUSION
     In order to provide insights into the destination marketing plan for Tokyo, this study 
conducted an exploratory research into the tourist satisfaction structure of Japanese tourism 
and the tourism destination image of areas in Tokyo of Asian tourists (from the People’s 
Republic of China, Taiwan and Thailand ) who had visited Japan for sightseeing within the 
past year. 
     The identification of tourist satisfaction structure, particularly the causal relationship 
between overall satisfaction with Japanese tourism and each component was carried out. 
As a result, the causal relationship between overall satisfaction and seven components are 
empirically supported. In addition, the results of CS portfolio analysis reveal that among the 
components, ‘free Wi-Fi environment’ is the most important component to improve, which 
indicates the delay in improving the free Wi-Fi environment in tourism areas.
     In addition, the destination image of the tourist area of Tokyo was elucidated by 
correspondence analysis. The correspondence analysis shows three groups. The ﬁ rst group 
consists of the ‘folksy’ and ‘safe’ characterised respondents represented by Asakusa. The 
second group consists of the ‘luxury’, ‘higher price’, ‘excited’ and ‘delicious meal’ characterised 
respondents typified by Ginza, Shibuya, and Shinjuku. The third group consists of the 
‘artistic’, ‘cultural’, etc. respondents represented by Aoyama and Hiroo. By understanding 
these distinct destination associations in a tourist’s mind, strengthening their linkages 
to the destination brand, and communicating this distinctiveness to targets, it is possible 
improvements in destination marketing. 
     In this study, however, there are some limitations to making more concrete and focused 
impacts on the marketing plan of the destinations in Tokyo. Of these limitations, one of the 
most important is that the study focuses on only respondents from three countries. Therefore, 
it should be replicated among other groups of foreign tourists in Japan, as the differences 
in culture and nationality may have an influence on the results. Another limitation is in 
measuring the destination image. In other words, changes to images before and after the visit 
to each target area have not been captured. These are left for the future.
     Finally, it is hoped that this study will be valuable to tourism organizations and businesses 
particularly in Tokyo in evaluating their existing performance levels and designing their 
future management and destination marketing strategies.
Acknowledgement:
     The author thanks The Telecommunications Advancement Foundation for research grants 
(FY 2016) that greatly assisted this research.
－ 13 －
SAITO：MARKETING TOKYO AS A TOURISM DESTINATION
[1] Ahmed, Zafar U. (1991)　The Inﬂ uence of the Components of a State’s Tourist Image on Product 
Positioning Strategy, Tourism Management, 12, pp.331-40.
[2] Alegre, J. and Garau, J. (2011) The factor structure of tourist satisfaction at sun and sand destinations. 
Journal of Travel Research, 50(1), pp.78-86.
[3] Beeho, A. J. and Richard C. Prentice (1997) Conceptualizing the Experiences of Heritage Tourists: A 
Case Study of New Lanark World Heritage Village. Tourism Management, 18 (2), pp.75-87.
[4] Crompton, J.L. (1979) Motivations for Pleasure Vacations. Annals of Tourism Research, 6 (4), pp.408-
424.
[5] Cronin, J. Joseph, and Steven A. Taylor (1992) Measuring Service Quality: A Re-examination and 
Extension. Journal of Marketing, 56 (3), pp.55-68.
[6] Day, J., Skidmore, S., and Koller, T. (2002) Image selection in destination positioning: A new approach. 
Journal of Vacation Marketing, 8(2), pp.177‒186.
[7] Dolnicar, S., and Grün, B. (2013) Validly measuring destination image in survey studies. Journal of 
Travel Research, 52(1), pp3‒14.
[8] Echtner, C. M., and Ritchie, J.R.B. (1991) The meaning and measurement of destination image. Journal 
of Tourism Studies, 2(2), pp.2‒12.
[9] Echtner, C.M. and Ritchie, J.R.B. (1991) The measuring and measurement of destination image. The 
Journal of Tourism Studies, 2 (2), pp.2-12.
[10] Embacher, J., & Buttle, F. (1989). A repertory grid analysis of Austria’s image as a summer vacation 
destination. Journal of Travel Research. 27(3), pp.3-7.
[11] Fakaye, P.C. & Crompton, J.L. (1991) Image diﬀ erences between prospective, ﬁ rst-time and repeat 
visitors to the lower Rio Grande valley. Journal of Travel Research, 30 (2), pp.10-16.
[12] Gallarza, M. G., Saura, I. G., & Garcia, H. C. (2002) Destination image̶towards a conceptual 
framework. Annals of Tourism Research, 29(1), pp.56‒78.
[13] Gallarza, M.G., Saura, I. G. & García, H. C. (2002) Destination image: towards a conceptual framework, 
Annals of Tourism Research, 29, pp.56-78.
[14] Gronroos, Christian (1990) Service Management and Marketing: Managing the Moments of Truth in 
Service Competition. Lexington, MA: Lexington Books.
[15] Hallowell, R. (1996) The Relationship of Customer Satisfaction, Customer Loyalty, Proﬁ tability: An 
Empirical Study. International Journal of Service Industry Management, 7 (4), pp.27-42.
[16] Hunt, J. D. (1971) Image: A factor in tourism. Cited in N. Telisman-Kosuta (1989) Tourism destination 
image. In S. F. Witt and L. Moutinho, eds., Tourism Marketing and Management Handbook, pp. 557‒
561. Cambridge: Prentice Hall.
[17] Kozak, Metin, and Mike Rimmington (1998) Developing a Benchmarking Model for Tourist 
Destinations. In Proceedings of Third Annual Graduate Education and Graduate Students Research 
Conference in Hospitality and Tourism. Houston, TX: University of Houston, pp.40-52.
[18] Li, X., and Kaplanidou, K. (2013) The impact of the 2008 Beijing Olympic Games on China’s 
destination brand: A U.S.-based examination. Journal of Hospitality & Tourism Research, 37(2), 
pp.237‒261.
[19] Martín, H. S., & Rodríguez del Bosque, I. A. (2008) Exploring the cognitive‒affective nature of 
destination image and the role of psychological factors in its formation. Tourism Management, 29(2), 
pp.263‒277.
[20] Mayo, E.J. (1973) Regional images and regional travel behavior, Proceedings of the Travel Research 
Association Conference, pp.211-218.
[21] Oliver, Richard L. (1980) A Cognitive Model for the Antecedents and Consequences of Satisfaction 
Decisions. Journal of Marketing Research, 27, pp.460-69.
[22] Parasuraman, A., Valeria A. Zeithaml, and Leonard L. Berry (1985) A Conceptual Model of Service 
Quality and Its Implications for Future Research. Journal of Marketing, 49 (Fall),  pp. 41-50.
References
－ 14 －
実践女子大学人間社会学部紀要　第 13 集　2017 年 3 月
[23] Pike, S. (2002) Destination image analysis ‒ A review of 142 papers from 1973 to 2000. Tourism 
Management, 23(5), pp.541‒549.
[24] Pizam, Abraham (1994) Monitoring Customer Satisfaction. In Food and Beverage Management: A 
Selection of Readings, edited by Bernard David and Andrew Lockwood. Oxford, UK: Butterworth-
Heinemann, pp. 231-47.
[25] Pizam, Abraham, Yoram Neumann, and Arie Reichel (1978) Dimensions of Tourist Satisfaction with a 
Destination. Annals of Tourism Research, 5, pp.314-22.
[26] Ross, Glenn (1993) Destination Evaluation and Vacation Preferences. Annals of Tourism Research, 20, 
pp.477-89.
[27] Rust, Roland T., Anthony J. Zahorik, and Timothy L. Keiningham (1996). Service Marketing. New 
York: HarperCollins.
[28] Stepchenkova, S., and Xiang Li (2014) Destination image: Do top-of-mind associations say it all? 
Annals of Tourism Research 45, pp.46‒62.
[29] Whitlark, D. B., and Smith, S. M. (2001) Using correspondence analysis map relationships.　Marketing 
Research, 38(4), pp.22‒27.
[30] Japan tourism agency (2017, January 4) Visit Japan Campaign. Retrieved from https://www.mlit.
go.jp/kankocho/en/inbound/vjc.html.
